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Abstract 
The gift is one of the ways we express love, gratitude, appreciation for others. The article presents some perspectives 
on gifts (etymological, mythological, psychological, psychotherapeutically, sociological) and a research upon parents 
preferences and criteria for choosing Easter gifts. Lot survey included 85 parents with preschool children of whom 62 
subjects (72.9%) were female; the remaining 23 subjects (27.1%) were male. This research was a questionnaire-based 
survey with a questionnaire (realised especially for this occasion) that includes three dimensions: availability of 
parents to give gifts on Easter, components of the gift and indicative criteria for purchase the gift. 
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1. Perspectives upon „gift” 
Claiming between generosity and dedication, seduction and manipulation, the gift was, is and will 
remain a gesture that establishes, facilitates and maintain relationships. The gift is one of the ways we 
express love, gratitude, appreciation for others. Gift refers to “anything given; anything voluntarily 
transferred by one person to another without compensation; a present; an offering.” (Webster, 1913). 
Christian Morality is  the  one  that  shows  how  "God  has  given  to  man  His  Own  Son,  Jesus  Christ"  
(Zechariah: 9.9). The sense of “gift”, free offered to the people is found in exceptional Christian gifts: the 
gift of speech, the gift of wisdom, the gift of healing, and the gift of prophecy or the blessing for every 
Christian: the gift of baptism. In Mythology we find various characters which received or have given 
gifts.  Thus,  we find  the  gift  as  a  way to  pay for  offenses  when Zeus  falls  in  love  with  a  young woman 
from the city of Argos, temple priestess of the goddess Hera, named Io. Adultery is committed and Zeus 
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in order to protect his lover transforms her into a beautiful white heifer. Hera, Zeus's wife, not fooled by 
this askes the heifer as a gift, then entrusts the security to Argos. Also as a present was given the famous 
Trojan horse in the Trojan War this began when Paris, Prince of Troy abducted Helen, wife of Menelaus, 
king of Sparta. We find also information about the gift offered to the people by Gods. Thus Rhodes was a 
wedding gift left to peoples by Helios when he fell in love with the nymph Rhoda. Also in Greek 
mythology, the olive tree is seen as a gift from the goddess Athena for the M. Mauss, ethnologist, studied 
the gift in archaic societies. He notes that Maori people in New Zealand and Kwakiutls people from 
Native  American  of  Canada  gift  exchange  was  a  voluntary  but  legally  binding.  For  M.  Mauss,  said  J.  
Baudrillard (1993), „gift always involves debts to be repaid and, therefore, present translates into power." 
This Sociological perspective  on  gift  is  a  way to  get  power.  Do parents  show that  they  are  strong,  that  
only they can give gifts, especially those parents who give expensive gifts?! As a condition for a real gift, 
it must be independent of the financial impact (its cost) and moral impact and does not involve any 
obligation (JT Godbout, 2011). The gift is seen and interpreted differently by different Psychologies 
Theories – Psychological perspective. Father of Psychoanalysis, S. Freud, says that in anal stage children 
behaviour towards adult can manifest itself through "gifts" (faecal) that children make to parents by being 
able to control the anal sphincter (symbolic gift). Typology provided by A. Adler (1933) includes four 
types of personality: purchaser (getting), avoidant, socially useful and dominant type. Purchaser refers to 
individuals who selfishly take without giving something back. So here's a version of getting, not to 
receiving a gift. We look now at behaviourists (Watson, Thorndike, Skinner, and so on) who believe that 
reward or positive reinforcement is a true gift. Rewards includes: material (money, gifts), symbolic 
(awards, grades), act (events, performances, visits, trips) and social (respect, appreciation). Subsequently, 
it was discovered that any form of reward, gift may decrease the internal (intrinsic) motivation for 
learning. In Psychotherapy giving gifts to or from the therapist (rarely) „does not happen often, but their 
appearance can still be quite challenging" (S. Knox, 2008), being able to reflect a desire to repair, travel 
or projection" (W.K. Hahn, 1998). Customers interviewed on this issue have described a good 
relationship with the therapist and the help they get to identify their own conflicts. The gift was mostly a 
symbolic one (not expensive), the gesture of offering came on an emotionally intense background and 
avoiding the discussions around it (S. Knox, R. Dubois, J. Smith, S.A. Hess, E.C. Hill, 2009). I. Daniels 
(2009) noticed that in Japanese society presents follow "the reproduction of social, economic and cosmic 
order, are merchandise". Even if they know what the beneficiary of the gift wants, its senders are deciding 
whether or not to take in account of the special desires (F. Gino, FJ Flynn, 2011). Attitudes of the gift 
recipients are generally influenced by the packaging of gifts, the atmosphere that is created in the context 
of gift offer (D.J. Howard, 1992). Also children have a strongly emotional reaction in the mother’s 
presence (R.M. Tobin, W.G. Graziano, 2011). Giving gifts has refined over time becoming a real art, thus 
in Japan there are organized courses on how to give and receive gifts. Many festivals are associated with 
this habit of offering gifts. It became a tradition to provide gifts for loved ones during the Christmas, 
Easter feasts, Children's Day, and so on.  
2. Research design 
The Easter Bunny is a pagan symbol (goddess associated Eostre, the Goddess of the Moon in northern 
European countries) of Easter and seen as a messenger of gifts for children. This research was a 
questionnaire-based survey that includes three dimensions: availability of parents to give gifts on Easter, 
components of the gift and indicative criteria for purchase the gift. 
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2.1. Objectives and hypothesis  
The research aims to investigate the components of preschool children Easter gift. The research has 
three broad objectives: to identify the availability and desire of preschool children parents to offer them 
gifts at Easter Feast; to analyse of the Easter gift component elements offered to the preschool children 
and to identify and  analyse the criteria that guide parents in purchasing gifts. In order to accomplish the 
above mentioned objectives we made the following assumptions: (1). suppose that preschool children's 
parents buy toys first and only addition it offers traditional Easter sweets and other items as clothing, 
shoes, books, and so on. (2). assume that parents offer Easter Gifts worth over 200 RON. (3). suppose that 
the wishes of children are taken into account when talking about the offered Easter gift for the preschool 
children.  
2.2. Research population 
Lot survey included 85 parents with preschool children of whom 72.9% were female and 27.1% of the 
subjects were male. The minimum age was 24 years, maximum 45; average age was 32.08 years batch (to 
a Standard Deviation of 4.175). Investigated families are mostly single child families (48.2%), followed 
by families with two children (41.2%) and only five families (5.9%) have three children and two families 
(2.4%) having four or five children. Lot of research was mostly made up of single child families and 
families with two children. In terms of completed studies, research group has 41.2% high school 
graduates and 40% graduates of college/university, the remaining 16.5% left school vocational subjects, 
and the last 2.4% graduated from school. There were 83.5% of the subjects employed and 16.5% declare 
themselves unemployed. 
2.3. Research methods and procedure 
Research methods used were based on questionnaire investigation (research tool was questionnaire) 
and statistical methods. The questionnaire with 12 items was built on three dimensions: availability of 
parents to give gifts on the occasion of the Feast of Passover (items 1, 2, 7) and components of the gift 
(item 3), indicative criteria in buying gift (items 4, 6). The parents completed the questionnaires at one 
meeting with the teacher before the Easter Holiday after they were announced by the aim and objectives 
of the study and approve their participation.  
3. Findings 
We notice that parents used to buy and give gifts child/children in an overwhelming percentage, this 
means 87.1%, and note that for this item a parent (1.2%) did not answer the question. When referring to 
the current year, the percentage of parents which declared that have offered gifts to child/children is even 
higher, namely 90.6% said they received gifts child/children. The first hypothesis assumed that preschool 
children's parents buy toys first and only addition it offers traditional Easter sweets and other items of 
clothing, shoes, books, and so on. The results of the survey shows what preferences the parents who buy 
and give gifts to the Easter Holiday had: just over half of parents surveyed gave toys, games (57,6%), 
sweets are the second choice (54,1%), followed by clothing, footwear (31,8%), books (8,2%), live pets 
(3,5%), accessories (earrings, watch) and computer (each 2,4%) and last the last two positions are 
furniture and mobil phones with 1,2% each. Some of those 57.6% parents have chosen toys - 21.2% chose 
toys just as single gift or combined with sweets and clothes (15.3%) or only with sweets (11.8%); the 
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remaining parents (one case each combination) chosen in addition to toys furniture or clothes and 
accessories or clothes or sweets and live animals.  
Here's is the proof that most parents provide games and toys as Easter gifts. Games and toys covering a 
diverse range from: dolls, cars to bicycles, skateboards. This confirms the first research hypothesis - 
parents choose sweets only after toys. 
After toys, sweets are chosen for gifts by 56.1% of the parents compared to the 57,6% of parents who 
chosen toy-games combination. Only sweets (as traditionally offered during these feasts only) offers only 
nine parents (10.6%), most parents 37.1% provide the combination of sweets and toys (11.8%) or the 
combination of sweets, toys and clothes (15.3%). Sweets are offered in various combinations with: 
clothes, accessories, books, live animals (one subject in each combination). G. Simmel (2006) recognizes 
that "exchanges involving gratitude are not always equivalent," and suggests that "inequality between 
offer (gift) and reaction to it tends to move towards recognition of its acquisition." For children the 
previously stated are still arguable. On receipt of gifts, most children are happy: 76 of the 80 children who 
received gifts were enthusiastic (37.6%) and happy (51.8%). Between toys-games type gift and their child 
reaction when receiving receive we found Sperman correlation of .275 (*) at a 0.05 significance level.
Only 4 children (4.7%) were indifferent, they received sweets (1 subject), sweets and clothes (1 subject) 
and two not receiving a gift. The criteria under which they have chosen the gifts (see Fig. 1 (a)) were: 
price (1 subject), utility (1 subject) and the combination price and utility (2 subjects). For the criteria that 
led to the purchase of gifts, parents could opt for the following: appearance, price, child desire, and 
utility,  adding  them  criterion:  the  joy  of  children.  Mostly,  the  parents  take  into  account  the  wishes  of  
children (25%) and children are a combination of desire and utility elements making up gift (26.1%). 
Also, six of the parents (7.5%) consider desire and price criteria. The same numbers of parents are guided 
by desire and design when choosing a gift for the child. Thus a number of 53 parents (66.25%) of the 80 
that provides holiday gifts at Easter have the element of guidance children's desires when they buy. The 
third hypothesis - Assume that the wishes of children are taken into account when talking about Easter 
gift offer to preschool children it is confirmed. 
look 
and 
price
wish 
and 
look
price 
and 
utility
wish 
and 
price
look 
and 
utility
wish 
and 
utility
utilitychild 
wish
pricelook
30,0%
25,0%
20,0%
15,0%
10,0%
5,0%
0,0%
P
e
rc
e
n
t
5,0
%
7,5
%
10,0
%7,5
%
1,…
26,2
%
6,2
%
25,0
%
6,2
%5,0
%
over  50 ronbetween 30-50…between 10 …under 10 ron
40,0%
30,0%
20,0%
10,0%
0,0%
P
e
r
c
e
n
t 31,2%
33,8%
23,8%
11,2%
Fig. 1. (a) Gift criteria; (b) Gift value.
The hypothesis number 2, we assume that parents offers Easter gifts worth over 200 RON. As can be 
seen in Fig. 1 (b) 35% (28 parents) of the parents give gifts with a value below 200 Ron (9 under 100 Ron 
parents and 19 parents from Ron 100-200). So, the remaining 65% (52 parents) offer gifts worth over 200 
Ron (confirming hypothesis 2). Of these 52 parents, 33.8% (27 parents) offers gifts value between 300-
500 Ron, the remaining 31.3% (25 parents) giving gifts worth more than 500 Ron. Profile parents who 
buy gifts over 500 Ron: age between 30-35 years, one child in the family, university graduates who have 
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jobs. They prefer to buy toys, sweets and clothes for children and gift them as criteria of choice of gifts: 
the desire for children and usefulness. Following this research on the strengths gift of perspective parents 
have decided to launch a pre-school children counselling program for parents with preschool children. 
This decision was made after meeting with parents to research participants, meeting in whom they were 
communicated results. On this occasion the parents expressed their need and desire to participate in 
meetings of advice for parents (group meetings and to request individual meetings). Counselling 
programs for parents with preschool children was designed in three counselling sessions. Each session 
covers a specific topic. Thus the three topics proposed to be pursued are: self-image, self-knowledge, 
family and preschool children. Counselling programs for parents with preschool children to a school 
wants to become a parent’s school where the parents are being prepared to educate children:  personality 
development, autonomy and independence. This is why the gift has become a way of expressing the 
unexpressed needs of parents, here's how a research on gift valences continue with a program of 
education for parents so that they become parents adapting to their preschool children's needs.  
4. Conclusions 
In Romania, parents used to buy and give gifts to preschool children at the Easter Feast (gift of rabbit). 
Generally this habit it  is kept by the parents even nowadays. But the gift has changed, passing from the 
traditional Easter sweets (eggs, bunnies, and so on) to more substantial gifts such as toys, clothing and 
footwear items, books or cell phones or computers (excellent). In acquiring gifts, parent’s investigation 
indicated that they consider the wishes of children but take into account another important factor, namely 
the utility of the gift. Of course they are receptive to the children needs and desire but their own 
psychological characteristics are like a filter to all of these. It is a happy combination of these criteria if 
they apply when buying the gift the child is respected, taking into account the desires and to complete 
them with another important criterion: the usefulness of the gift. When these criteria are well weighed by 
the parent the gift is provided with the formative-educational dimension. Formative-educational 
dimension of gift it is not neglected by parents. They opt in large numbers for a present composed of 
several elements, such as: sweets, games, toys, clothing, and footwear. Thus, their parent’s respects what 
the child wants (games, toys, eventually, sweets) and give and useful gift (clothes, shoes). Preferring 
these gifts composed of several elements the purchase amount required is relatively high. But what is too 
much for a parent to do in order to make happy the little prince or little princess? 
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